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June  is  graduation  month,  and  countless  graduates  will  join  the 
white-collar  ranks.  Knowingly  or  not,  the  youngsters  will  look  to  the 
"old-timers"  for  guidance.  How  guickly  newcomers  will  fit  into  the 
picture  depends  upon  their  adaptability  and  willingness  to  learn. 
The  transition  will  be  faster  and  less  painful  if  you  lend  them  a  hand. 

Remember  your  own  office  debut?  Horrible,  wasn't  it?  All  those 
unfamiliar  faces — you  felt  as  though  "the  eyes  of  Texas  are  upon 
you."  And  that  introductory  tour,  with  some  helpful  soul  marching 
you  up  to  umpteen  people  and  rattling  off  names  so  fast  you  couldn't 
catch  them,  let  alone  remember  them. 

The  office  corridors  were  a  maze.  You  felt  that  if  you  had  to  take  a 
paper  to  another  department,  you'd  get  lost — and  you  did.  Your 
head  ached  from  concentrating  on  unfamiliar  terms  and  names,  and 
the  noise.  You  erased  almost  as  much  as  you  typed. 

To  make  matters  worse,  you  knew  that  you  were  at  the  bottom  of  the 
business  world.  The  way  up  looked  long  and  steep.  Humility  en¬ 
gulfed  you;  it  was  hard  to  take,  because  in  school  you  liad  reached 
senior  rank,  with  its  privileges  and  glory.  In  the  office,  you  were 
low-man-on-the-totem-pole  once  more,  a  business  freshman. 

You  can  smooth  the  path  for  new  employees,  whether  they  are 
beginners  or  have  worked  before.  It's  simple,  if  you  remember  the 
things  other  people  did  to  help  you  on  your  first  office  job.  Help 
the  novice  by: 

•  Explaining  work  and  encouraging  her  to  ask  guestions; 

•  Giving  her  manuals,  handbooks,  company  literature; 

•  Showing  her  where  supplies  are  kept; 

•  Drawing  a  diagram  of  the  offices,  showing  departments, 

locations  and  names  of  people  she'll  need  to  know; 

•  Tactfully  correcting  her  mistakes  and  clearing  up  things  that 

are  misunderstood; 

•  Inviting  her  to  go  with  you  for  lunch  or  coffee  break; 

•  Stopping  by  to  see  how  she  is  getting  along; 

•  Being  courteous,  friendly,  and  tolerant. 

*(or  thereabouts!) 
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Continual  striving  to  improve  is  the  01% 


Office  Woman  of  the  Month 

Tells  What  Separates 

The  Women  From  the  Girls 


LEONA  MURPHY 


Mrs.  Leona  Murphy  is  me¬ 
dia  director  for  Stoetzel  In¬ 
dustrial  Advertising  Agency, 
Chicago,  Illinois.  This  is  a 
unigue  position  for  a  woman, 
especially  when  an  agency's 
clients  are  manufacturers  of 
machine  tools,  dairy  and 
construction  eguipment,  pre¬ 
cision  switches,  etc.  Now 
used  in  missiles,  the  switches 
have  a  broad  industrial  appli¬ 
cation,  and  she  is  helping 
with  market  research. 


Her  responsibilities  include  study  and  analysis  of 
clients'  programs  in  order  to  recommend  the  proper 
advertising  media,  and  contracting  for  space.  Mrs. 
Murphy  has  "one  and  a  half  assistants."  Miss 
luliette  Hanna,  who  joined  her  in  1958,  does  the  sec¬ 
retarial  work  and  is  partly  responsible  for  contracts, 
schedules,  and  insertion  orders.  The  other  woman  is 
a  copywriter  and  helps  in  the  media  department. 


Loyal  to  her  field  and  her  adopted  city,  Leona  has 
devoted  time  and  energy  to  promoting  advertising  as 
a  profession  and  Chicago  as  a  good  spot  to  practice 
it.  She  is  president  of  the  Women's  Advertising  Club 
of  Chicago.  During  her  term  as  president,  the  group 
of  248  women  has  chalked  up  two  "firsts"  for  the  43- 
year-old  club. 

One  new  project  was  to  co-sponsor  the  first  "coun¬ 
seling  the  counselors' '  meeting  to  discuss  careers  for 
women  in  five  occupational  fields.  Some  325  coun¬ 
selors  from  public  and  private  high  schools  in  the 
Chicago  area  attended  this  session  in  March.  While 
the  club  gives  scholarships,  it  feels  that  more  good 
can  be  done  for  a  greater  number  of  prospective  ad¬ 
vertising  workers  through  vocational  guidance. 

The  other  "first"  was  a  conference  for  college 
students  interested  in  advertising.  Selected  by  their 
deans,  the  students  gathered  to  learn  more  about  the 
opportunities  and  gualifications  for  advertising  as  a 
career.  This  conference  stressed  that  "Chicago  is  as 
important  as  New  York  as  a  place  to  go  into  advertis¬ 
ing."  Leona  Murphy  can  prove  it. 


The  Girl  Least  Likely  to  Succeed* 


A  Missouri  farm  girl,  Leona  Murphy  attended 
Chillicothe  Business  College  in  the  "Show-Me  State." 
She  became  secretary  to  a  florist,  who  was  president 
of  Florists  Telegraph  Delivery. 

In  1944,  she  moved  to  Chicago.  Within  a  week,  she 
went  to  work  as  a  secretary  at  the  Stoetzel  agency. 
Leona  advanced  to  account  executive  and  in  1955, 
became  media  director.  Meanwhile,  she  enrolled  in 
Liberal  Arts  at  Northwestern  University.  After  at¬ 
tending  night  college  for  11  years,  she  earned  a 
Bachelor  of  Philosophy  degree  cum  laude.  She  is 
now  working  for  her  master's  degree. 

Mrs.  Murphy  believes  that  advertising  is  a  partic¬ 
ularly  good  field  for  women.  "You  can  enter  it  as  a 
stenographer  or  secretary,  and  you  don't  need  a 
specific  degree,  as  you  do  in  other  specialized 
fields."  A  logical  and  analytical  mind  is  an  asset  in 
media  work,  but  she  stressed  another  factor;  "You  are 
meeting  the  public  in  media;  you  have  to  get  along 
with  people." 

These  gualifications  are  useful  in  any  field,  and  so 
is  the  advice  she  gave  for  finding  success  and  satis¬ 
faction  in  your  work;  "If  you  have  the  abilities  and 
use  them,  they  will  be  noticed  by  someone  higher  up. 
Prepare  yourself  for  the  next  step.  The  next  promotion 
may  demand  more  of  a  woman  and  will  bring  added 
responsibilities. 

"If  you  are  seeking  knowledge  and  are  curious,  you 
are  more  alert,  and  you  are  learning  all  the  time. 
This  is  what  separates  the  women  from  the  girls." 


Her  telephone  manner 
Is  less  than  adorable; 

She  growls  and  snaps. 

In  short,  she's  deplorable. 

Her  preoccupation 
With  personal  calls 
Has  driven  the  boss 
To  climbing  the  walls 

She  finished  her  work 
And  has  nothing  to  do. 

So,  of  course,  she  feels  free 
To  interrupt  you. 

She  is  the  gal 

Who's  a  rough,  uncut  gem — 

Eternally  down 

At  the  heel  and  the  hem. 

She  never  listens 
And  she  doesn't  hear. 

She's  too  busy  talking 
To  lend  you  an  ear. 


She  could  furnish  an  office 
(With  stuff  left  to  burn) 

With  the  things  that  she  borrows 
And  doesn't  return. 


‘Reprinted  from  "Big  D  Hi-Lites,"  published  by 
Big  D  Chapter,  NSA,  Dallas,  Texas 
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Daylight  Saving  Time  and  Time  Zones 

Summer 

Daylight 

Time 

State 

City  or  Area 

Time 

Zone 

Alabama 

Birmingham 

No 

CST 

HuntsvUle 

Yes 

Mobile 

No 

Montgomery 

No 

Alaska* 

Anchorage 

AT 

Fairbanks 

AT 

Juneau 

PST 

Arizona* 

MST 

Arkansas* 

CST 

California**  t 

PST 

Colorado* 

MST 

Connecticut** 

EST 

Delaware** 

EST 

District  of  Columbia 

Washington 

Yes 

EST 

Florida* 

EST 

Georgia* 

EST 

Hawaii* 

Honolulu 

HT 

Idaho* 

Boise 

MST 

Moscow 

PST 

Pocatello 

MST 

Illinois** 

CST 

Indiana**! 

Elkhart 

*** 

EST 

Evansville 

CST 

Fort  Wayne 

*** 

EST 

Gary 

CST 

Indianapolis 

*** 

EST 

South  Bend 

CST 

Iowa 

Bettendorf 

Yes 

CST 

Cedar  Rapids 

No 

Davenport 

Yes 

Des  Moines 

No 

Dubuque 

No 

Sioux  City 

No 

Kansas* 

Dodge  City 

CST 

Garden  City 

MST 

Kansas  City 

CST 

Topeka 

CST 

Wichita 

CST 

Kentucky 

Covington 

No 

EST 

Frankfort 

No 

EST 

Lexington 

No 

EST 

Louisville 

Yes 

CST 

Louisiana* 

CST 

Maine** 

EST 

Maryland** 

EST 

Massachusetts** 

EST 

Michigan 

Detroit 

No 

EST 

Escanaba 

No 

CST 

Flint 

No 

EST 

Grand  Rapids 

No 

EST 

Iron  Mountain 

Yes 

CST 

Lansing 

No 

EST 

Minnesota**! 

CST 

Mississippi* 

CST 

Missouri 

Hannibal 

Yes 

CST 

Kansas  City 

No 

St.  Louis  & 
vicinity 

Yes 

Most  of  State 

No 

Montana 

Billings 

No 

MST 

Butte 

Yes 

Great  Falls 

No 

Helena 

No 

Daylight  Saving  Time  and  Time  Zones 


Wyoming* 


State 

City  or  Area 

Summer 
Daylight  Time 
Time  Zone 

Nebraska* 

CST 

Nevada**! 

PST 

New  Hampshire** 

EST 

New  Jersey** 

EST 

New  Mexico 

Los  Alamos 

Yes 

MST 

Rest  of  State 

No 

New  York** 

EST 

North  Carolina* 

EST 

North  Dakota 

Bismarck 

No 

CST 

Dickinson 

No 

MST 

Fargo 

Yes 

CST 

Ohio 

Akron 

Yes 

EST 

Canton 

Yes 

Cincinnati 

No 

Cleveland 

Yes 

Columbus 

No 

Dayton 

No 

Lorain 

Yes 

Toledo 

No 

Youngstown 

Yes 

Warren 

Yes 

Oklahoma* 

CST 

Oregon* 

PST 

Pennsylvania** 

EST 

Rhode  Island** 

EST 

South  Carolina* 

EST 

South  Dakota* 

Pierre 

CST 

Rapid  City 

MST 

Sioux  Falls 

CST 

Tennessee* 

Chattanooga 

EST 

Knoxville 

EST 

Memphis 

CST 

Nashville 

CST 

Texas* 

Austin 

CST 

Dallas 

CST 

El  Paso 

MST 

Fort  Worth 

CST 

Houston 

CST 

San  Antonio 

CST 

Utah* 

MST 

Vermont" 

EST 

Virginia 

Two  counties 

EST 

nearest  D.  C. 

Yes 

Norfolk 

No 

Quantico 

Yes 

Richmond 

No 

Roanoke 

No 

Washington*! 

PST 

West  Virginia 

Charleston 

No 

EST 

Huntington 

No 

Weirton 

Yes 

Wheeling 

Yes 

Wisconsin**! 

CST 

MST 


CST,  EST,  MST,  PST — Central,  Eastern,  Mountain,  and 
Pacific  Standard  Time. 

AT,  HT— Alaska  and  Hawaii  Time,  both  2  hours  ahead  of  PST. 

*No  Daylight  Saving  Time  in  state 

‘‘Statewide  summer  Daylight  Saving  Time 

“‘Daylight  Saving  Time  all  year 

tWill  end  September  24,  1961 

jWill  end  September  5,  1961 


FROM  NINE  TO  FIVE  By  Jo  Fischor 


“Well,  okay  then  .  .  .  I'll  give  you  three  references 
. .  .  but  you  must  promise  not  to  use  my  name." 


The  Mailbag 

"Guess  Who  This  Is" 

My  attention  was  caught  by  the  letter  in  Volume 
II,  Number  8,  about  getting  callers'  names  on  the 
telephone. 

This  is  one  of  the  most  trying  and  exasperating 
phases  of  being  a  secretary,  and  I  imagine  many 
others  have  had  the  same  experience.  My  boss, 
quite  understandably,  wants  to  know  who  is  calling 
before  he  picks  up  the  telephone.  Yet  my  query, 
which  is  the  one  suggested  in  your  bulletin,  frequent¬ 
ly  residts  in  an  annoyed  or  even  insulted  comeback. 

A  campaign  in  the  other  direction  would  be  most 
beneficial  to  all  concerned.  If,  through  office  publica¬ 


tions  and  personnel  notices,  both  employees  and 
bosses  could  be  educated  to  identify  themselves,  giv¬ 
ing  their  name  and  company  name,  when  telephoning 
someone,  there  would  be  much  less  hedging  and 
general  annoyance  about  how  calls  are  handled. 

Joanne  G.  Norton 


The  Use  of  "Ms." 

Is  it  correct  to  address  a  letter  to  "Ms.  Jones,"  if  you 
are  not  sure  whether  her  title  is  "Miss"  or  "Mrs."? 
I  have  been  told  that  this  is  correct,  but  can  find 
no  authority  for  it. — B.  K.  Hauck 

Both  the  National  Office  Management  Association 
and  The  National  Secretaries  Association  (Inter¬ 
national)  have  adopted  the  abbreviation,  "Ms.," 
when  writing  to  a  business  woman,  whether  her 
marital  status  is  known  or  not. 


Apphes  to  Sales  Personnel,  Too 

We  find  your  bulletin  most  helpful  to  our  office 
personnel,  and  it  contains  many  items  useful  to  other 
members  of  our  sales  organization. 

I  refer  in  particular  to  the  article,  "The  True  Mean¬ 
ing  of  Ambition,"  in  the  April  1  issue,  which  1  note  is 
copyrighted.  May  we  have  permission  to  use  excerpts 
from  this  article  in  a  bulletin  issued  to  local  person¬ 
nel?  — A.  L.  Cunnington,  Electrolux  (Canada)  Limited 

We  are  glad  to  have  you  reprint  material  from  the 
bulletin  in  your  company  publication.  This  permission 
is  granted  upon  request  from  any  subscriber.  We  ap- 
preciate  the  usual  credit  line:  "Reprinted  from 
'From  Nine  to  Five,'  published  by  The  Dartnell  Corpo¬ 
ration."  And  we'd  like  to  have  a  copy  of  any  reprint 
for  our  "feel  good"  file. 


Sincerely, 

Marilyn  French,  Editor 


Issued  6-15-61 


